GRAPHIC STANDARDS MANUAL

This is the Graphic Standards Manual for the U.S. Agency for International
Development (USAID). It sets the standard for the design of all USAID public
communications.

The guidelines in this manual are compulsory for all Agency employees and
contractors producing communications funded in whole by USAID, in accordance
with Automated Directive Systems (ADS) 320.

A separate publication, the Partner Branding Guide, details co-branding guidelines for
communications co-funded by USAID.

Below is the Standard Graphic Identity (Identity) for USAID. It is to be used to

mark all programs, projects, activities, and public communications that require
acknowledgement of USAID*.

IDENTITY

This manual and the USAID Identity were developed to ensure that the
United States Government is visibly acknowledged for its contributions and
funding specified as foreign assistance.

First Edition, January 2005

*In all cases, the specific contracts, grants, and other funding mechanisms prevail.
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OUR BRAND HERITAGE

Found in the most remote corners of the globe, the USAID handclasp is one of the best known U.S. emblems
throughout the world. It has become a symbol of the United States’ long history of aiding those in need.

Labeling was first required during the Marshall Plan when Congress became concerned that the Soviet Union
was taking credit for the poorly marked U.S. foreign aid donations to European countries.

FOR EUROPEAN RECOVERY

SUPPLIED BY THE
UNITED STATES OF AMERICA

UNITED STATES OF AMERICA

‘|||||v

e

-
USAID
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This original 1948 design was adapted from the Great Seal of the United States
with the words,“For European Recovery Supplied by the United States of
America,” in the center. It was translated into the languages of the recipient
countries.

But the slogan became obsolete when military aid was added to the economic
program, and when some Near East and Asian countries were added to

the roster of recipients under President Truman’s Point IV Program. In 1951,
the slogan became, “Strength for the Free World from the United States

of America.”

In several countries, the slogan could not be translated into local dialects, so dif-
ferent designs and slogans were used. Moreover, the wide variety of containers
needed made it necessary to have a range of labels, decals, metal plates, tags,
and stencils in all sizes. As a result, the value of the overall message was lost
due to a lack of uniformity.

In 1953, Eleanor Gault, an employee in the Marking and Labeling Office of the
Mutual Security Agency—a USAID predecessor—revised the emblem. During
her research, Gault discovered that “clasped hands” have been recognized as
a sign of unity, goodwiill, and cooperation for centuries. She concluded that
clasped hands,“could serve to identify the aid as part of the mutual effort
with mutual benefits shared by our country and friends around the world.”

In the early 1990s, a completely new logo was developed. It combined
a modern image of the globe and U.S. flag, with USAID prominently
displayed. This image, however, was viewed as too radical a change, and
it was soon rejected.
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The Agency returned to the shield in the mid-1990s as the primary symbol of
U.S. foreign assistance, but moved the stars and stripes to the lower third of
the design and added USAID to the top. Color also was removed from the
handclasp to ensure no specific race was identified.

‘||'||r

In 2001, the Agency seal with,“United States Agency for International
Development,” in a circle around the shield was adapted as the official
marking to ensure people understood the assistance provided was from
the United States Government.

SAID

FROM THE AMERICAN PEOPLE

The logo was updated in 2004 to make it easier to read and reproduce.The
typeface was changed to a sans serif, and the Agency name was repositioned
around the shield to increase clarity; the handclasp was redrawn to be gender
neutral and anatomically correct. These minor updates improved the overall
communication, yet maintained the integrity and long heritage of this important
U.S. symbol. A brand name and tagline also were added to ensure people
understand the assistance is provided by U.S. taxpayers.

Note: Parts of this text were adapted from a 1987 story by James Bednar in the 25th Anniversary Issue of Horizons,a USAID publication.
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BUILDING A GLOBAL BRAND

The first step in building a global brand is developing a visual identity that is used consistently
on all communications—the USAID Standard Graphic ldentity—or the USAID Identity.

USAID

FROM THE AMERICAN PEOPLE

This Graphic Standards Manual will significantly improve the visual presentation of publications, country profiles,
success stories, and other common communications, as well as standardize stationery and business cards.

It provides guidelines and templates for the design of materials. It will help the Agency project a more unified
image that creates instant recognition.

OUR OBJECTIVES
* Enhance the visibility and value of U.S. foreign assistance.

* Better link communications to U.S. foreign policy, national security, and the American people.
* Improve the impact and consistency of communications across bureaus, sectors, missions, and programs.

UNIVERSAL STANDARDS
Not only written words, but photos, colors, typography, and layout all contribute to creating a specific image.

Yet, because the Agency’s work is so diversified and decentralized, everything currently produced looks
completely different. These practices dilute the effectiveness of our communications—and are a barrier to
building a global brand.

While there’s a need for flexibility and adapting communications to appeal to local cultures, the Agency has
developed universal standards to ensure our communications have some basic things in common—as
individual people can be extremely different but are all members of the same family.

This Graphic Standards Manual sets the official universal standards for design of the USAID family of
communications. Soon, people all over the world will be able to look at any communication and instantly
know it was produced or funded by the Agency.

USAID | INDONESIA

SAID | CROATIA

JUSAID [MALI

COUI}TRY PREV)EEUZE BIOGRAPHY ] SUCCESS STORY
Community Schools Bring Change

55555555555

Mission Director
William Jeffers

USAID empowers parent
associations to work
with the to
improve education

PROGRAMS

INDONESIA SNAPSHOT

dence: 1945

Date of indepent
Captal: akarta

pere

Note: The materials above are described in Section 5.
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BRAND ARCHITECTURE

Articulating a clear, concise, and consistent mission and message is central to developing
a global brand.

A standard way to talk about the Agency is just as important as consistently using the same ldentity.

While each country and program is unique, there are many cross-cutting elements that define USAID’s
overall business. It is important that we speak with one voice.

COMMON LANGUAGE

Working from the list of USAID Program Components used to collect comparable data, we have developed
what might be called a standard list of USAID products and services.We call them our “Core Areas of
Expertise.” These include Agricultural Productivity, Anti-trafficking, Human Rights, Basic Education, Maternal
Health and Nutrition, HIV/AIDS, and Public-Private Alliances. There are 40 in all, and each is easy to understand
and articulate.While we certainly could list more, and there are many subsets under each, the goal is to use
these as our standard list.

This manual also includes a list of countries and places where the U.S. Government provides assistance
through USAID. The list is not reflective of USAID’s mission structure or regional platforms, just countries
that receive assistance. These are the only official sub-brands (see page viii) to be used as an extension to our
umbrella brand, the USAID Standard Graphic Identity (Identity).

The chart on the following pages provides a blueprint for our external communications. It is our Brand
Architecture, the basic building blocks of our business—what we do and where we do it.

EXTERNAL COMMUNICATION

USAID’s work is highly technical and unfamiliar to those not working in development. It is critical to unify and
simplify our message. Avoid using internal organizational structures when speaking to external audiences. Here
are a few tips for communicating our work:

* Focus on U.S. assistance verses the Agency.

* Stress that the assistance is from the American people.

* Don’t promote or “brand” bureaus and offices.

* Don’t develop program logos that compete with the USAID Identity.
* Do promote our Core Areas of Expertise.

* Avoid jargon and acronyms.

* Showcase success.

SPEAKING WITH ONE VOICE
Bureaus, offices, or missions may not create individual logos or separate identities. This diminishes our
recognition as a global organization.

USAID is one Agency: we have one ldentity, one brand.
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BRAND ARCHITECTURE FOR

USAID

FROM THE AMERICAN PEOPLE

THIS ISTHE UMBRELLA BRAND FORALL

AGENCY COMMUNICATIONS. mumll>

BUREAUS AND OFFICES MAY NOT CREATE
INDIVIDUAL LOGOS OR SEPARATE IDENTITIES. |

AGENCY
|
FOCUS ON REGIONS REGIONS
AND COUNTRIES.
SUB-SAHARAN ASIA AND EUROPE AND LATIN AMERICA AND
AFRICA NEAR EAST EURASIA THE CARIBBEAN

| | | |
Angola Afghanistan Albania Bolivia
Benin Bangladesh Armenia Brazil
Botswana Burma Azerbaijan Caribbean
Burundi Cambodia Belarus Central America
Democratic Republic of Congo East Timor Bosnia-Herzegovina Colombia
Djibouti Egypt Bulgaria Dominican Republic
Eritrea India Caucasus Ecuador
East Africa Indonesia Central Asian Republics El Salvador
Ethiopia Iraq Croatia Guatemala
Gambia Jordan Cyprus Guyana
Ghana Laos Georgia Haiti
Guinea Lebanon Kazakhstan Honduras
Kenya Mongolia Kosovo Jamaica
Liberia Morocco Kyrgyz Republic Mexico
Madagascar Nepal Macedonia Nicaragua
Malawi Pakistan Moldova Panama
Mali Philippines Romania Paraguay
Mozambique Sri Lanka Russia Peru
Namibia Thailand Serbia and Montenegro South America
Niger Vietnam Tajikistan
Nigeria West Bank/Gaza Turkmenistan
Rwanda Yemen Ukraine
Senegal Uzbekistan
Sierra Leone
Somalia
South Africa

THE COUNTRIES AND PLACES LISTED HERE RECEIVE U.S.

Southern Africa

Sudan ASSISTANCE AND ARE OFFICIAL SUB-BRANDS. IDENTITY
Tanzania GRAPHICS ARE AVAILABLE AT WWW.USAID.GOV/BRANDING.
Ugand

NV SEE SECTION 3 FOR GUIDANCE ON SUB-BRANDS.
Zambia

, Note:This list is not reflective of USAID missions or regional platforms.
Zimbabwe
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EXTERNAL COMMUNICATIONS

WHEN COMMUNICATING WITH EXTERNAL
AUDIENCES, AVOID ACRONYMS AND INTERNAL
ORGANIZATIONAL STRUCTURES, SUCH AS
BUREAUS AND OFFICES.

PROMOTE CORE

ya\

Economic Prosperity and
Security

* Global Trade and Investment

* Economic Policy and
Governance

* Private Enterprise
* Financial Sector

* Economic and Social
Infrastructure

* Agricultural Productivity
* Asset Protection for the Poor
Environment

* Natural Resource
Management/ Biodiversity
Conservation

* Pollution Prevention and
Mitigation

* Clean Water and Sanitation

Education

* Basic Education

* Higher Education

* Workforce Training

International Trafficking in
Drugs and Persons

* Alternative Development
* Anti-trafficking

PILLARS
AREAS OF EXPERTISE.
6 ot ¢
HEALTH
CORE AREAS
OF EXPERTISE

Democracy, Governance, and
Human Rights

* Justice Sector/Legal Reform
* Democratic Institutions

* Local Government
Decentralization

* Free and Fair Elections

* Political Party Support

» Civil Society

* Independent Media/Freedom of
Information

* Anti-corruption

* Human Rights

* Security Sector Governance

Conflict Mitigation

* Peace Process Support

* Early Warning and Response

» Community-based
Reconciliation

* Transitional Issues
Humanitarian Response

* Emergency Preparedness/
Disaster Mitigation

» Emergency Assistance

* Food Security/Support for
Vulnerable Populations
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Family and Workforce Global Development
Health Alliance
* HIV/IAIDS * Public-Private

¢ Infectious Diseases

Alliances

* Non-communicable

Diseases and

Injuries

¢ Child Survival, Health, and

Nutrition

¢ Maternal Health and

Nutrition

* Family Planning

* Health Systems

GRAPHIC STANDARDS MANUAL

iX



UPDATED LOGO

The USAID logo is the graphic representation of our organization—the United States

Agency for International Development.

Our logo, however, is often hard to read, especially in a small size or at a distance, and sometimes difficult
to reproduce, especially our famous handclasp. The updates to the logo below increase readability and
improve reproduction quality. And, while a new brandmark has been added (see page xi) to enhance the
overall communication, the Agency logo remains a powerful symbol of hope for millions of people around

the world.

BEFORE

The United States Agency for International
Development text wrapped in a 360° circle,
which made it difficult to read.

SERIF FONT

USAID

The serif font was difficult to read and
reproduce at many sizes.

OLD HANDCLASP

The handclasp was difficult to understand
and reproduce at most sizes.

GRAPHIC STANDARDS MANUAL

In the updated logo, the “United States Agency” and
“International Development” text is right reading. The logo
must always be used as shown above and may never be altered.
The full-color version is shown above, though two-color and
one-color versions are also allowed.

SANS SERIF FONT

The sans serif font is easy to read and reproduce at any size.
This example is shown for reference only. No elements of the
logo may ever be used alone, as shown here.

UPDATED HANDCLASP

The updated handclasp is easy to understand and reproduce
at any size. This example is shown for reference only. No
elements of the logo may ever be used alone, as shown here.
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NEW BRANDMARK

USAID

This new ‘“brandmark’ is the graphic representation of the whole category of U.S.
foreign assistance. It is meant to symbolize that the aid provided is from the United
States—it is “US AID.”

The two colors, the same red and blue from the American flag, are used to distinguish “US” from “AlD,”
so the reader won’t mistake this as another logo for our Agency.

Our logo remains the graphic representation of our Agency. It communicates that the assistance provided
to the country was in partnership with the U.S. Agency for International Development. But our logo alone
is NOT enough. Even with the updates outlined on the previous page, it works better on a publication than
a banner: It is more like our signature than our headline. And it’s not the whole message.

That’s why we are adding a brandmark—in marketing terms, it’s like our “brand name.” It is the type of
assistance we provide that is differentiated from others like European aid or Japanese aid.

USAID

FROM THE AMERICAN PEOPLE

This new brandmark—including the tagline, “FROM THE AMERICAN PEOPLE”—communicates a broader
message than just marking the work of one organization. It is designed to raise the visibility and value of U.S.
foreign assistance. It symbolizes that a project, program, or activity was funded by U.S. taxpayers. It says this is
a gesture on behalf of U.S. citizens. It conveys that USAID* is in the U.S. interest.

The brandmark has the potential to become a “global brand name,” like UNICEF. When people not involved
with development think about UNICEF, they don’t think about an organization, they think about “help for
children in need.” Our goal is to develop a unique positioning for this new brand name, so when people see
USAID* they automatically think, “assistance from the American people.”

Like the equity in our logo, global brands are developed over time, not overnight. We must use the
brandmark consistently and persistently for it to gain value.

USAID

FROM THE AMERICAN PEOPLE

The USAID* brandmark and the Agency logo were designed to work together as a unit. This unit is called
the Standard Graphic Identity (Identity). It should be used on all Agency communications.

Think about most consumer products; they have brand names and logos: McDonald’s and the Golden Arches
or Nike and the SWOOSH.

Like our Agency logo, the logos for these companies are well recognized around the world and can stand on
their own—but the message is more powerful when the brand name and logo are presented together.

*Note: Do not replicate brandmark in document text, used here for illustrative purposes only.

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING GRAPHIC STANDARDS MANUAL
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Xii

USING THIS MANUAL

This Graphic Standards Manual was developed to significantly improve and standardize the visual presentation of
USAID’s external communications. It is for use by professional graphic designers.The content is specific and technical.

This manual addresses standard policies and practices for communications funded in whole by USAID, produced
by employees or contractors.The content covers:

SECTION I: BRAND SUMMARY
The key points in this manual are provided at a glance in this section. Special guidance for contractors is included.

SECTION 2: GRAPHIC IDENTITY

Color, typography, and the placement of our Standard Graphic Identity or the USAID Identity are all central to
our branding. It is critical that graphic designers precisely follow these guidelines. Gills Sans is the font for printed
publications. Arial is used for desktop publishing.

SECTION 3: SUB-BRANDS

Countries and places that receive U.S. assistance are the only official sub-brands used as an extension of the
USAID Identity. They do not reflect USAID missions and regional platforms.The tagline and country name are the
only elements of these sub-brands that can be translated. Missions must provide their own translation and select
a complementary font for the local language. For consistency, there should be one standard translation for each
language within a given country.

SECTION 4: BRAND APPLICATIONS

The USAID ldentity should be used on all visual media. The examples in this section are just illustrative, providing
ideas on possible ways to “brand” events or promotional materials. The project signage and plaques, however, are
the new standard. Program materials are exempt from all guidelines except the correct use and placement of the
USAID Identity. A Web address for Vebsite standards is provided.

SECTION 5:TEMPLATES

This section outlines Agency standards for professionally printed business cards and stationery, as well as Microsoft
Word templates for fax covers, biographies, country profiles, PowerPoint presentations, and several types of
success stories. Headquarters information release to the media should use the press material templates (unless
otherwise directed). Missions should consult with State Department Public Affairs and follow embassy guidance.

SECTION 6: IMAGERY
To significantly improve USAID communications, especially publications, missions need to invest in professional
photography. This section outlines desired images and adding elements of local color.

SECTION 7: PUBLICATIONS

This section outlines the Agency’s overall design guidance to achieve brand consistency and a publication hierarchy.
It includes a grid system for layout and how to treat a range of standard publication elements, including headlines,
subheads, body text, drop caps, paragraph spacing, bullets, run-in subheads, footnotes, footers, page numbers, pull
quotes, sidebars and boxes, and photo captions and credits. Examples of maps, tables, and charts are provided as
samples only.

All information in this manual—as well as downloadable graphics, and templates for common communications—
is available at www.usaid.gov/branding.

All questions or comments about the Agency’s branding should be directed to Joanne Giordano, Senior Advisor
to the Administrator, at jgiordano@usaid.gov.

Note: As a technical guide, developed to instruct rather than inform, this manual does not explicitly follow all the guidelines for publications.
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BRAND SUMMARY

CONSISTENCY COUNTS

+ USAID =

FROM THE AMERICAN PEOPLE

BRANDMARK

TAGLINE MAY BE
TRANSLATED, BUT
MUST BE INCLUDED.

OR

USAID

FROM THE AMERICAN PEOPLE

USETHE IDENTITY
ON ALL AGENCY-
FUNDED
COMMUNICATIONS.

USAID

FROM THE AMERICAN PEOPLE

STANDARD GRAPHIC IDENTITY

(IDENTITY)

PLACEMENT IS IMPORTANT

Children on the Brink 2002

A Joint Report on Orphan Estimates and
Program Strategies

unicef

CO-BRANDED PUBLICATIONS

AGENCY PUBLICATIONS

IDENTITY MUST BE PLACED IN UPPER
LEFT AREA, IN AWHITE FIELD, ON ALL
AGENCY-FUNDED COMMUNICATIONS;
HORIZONTAL GRID MUST BE USED.

REQUEST LOWER-LEFT PLACEMENT ON
CO-BRANDED COMMUNICATIONS

IDENTITY MUST BE OF EQUAL SIZE
AND PROMINENCE WITH ALL OTHERS.
(SEE SECTION 7)

(SEE PAGE 2.3)

COLORS MATTER

USAID BLUE USAID RED

BLACK DARK GRAY

(REFER TO PAGE 2.12)

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

LIGHT GRAY

PROGRAM MATERIALS

PLACE IDENTITY WHERE APPROPRIATE;

LOWER LEFT PLACEMENT IS PREFERRED.

IDENTITY MUST BE OF EQUAL SIZE
AND PROMINENCE WITH ALL OTHERS.

(SEE PAGE 4.10)

LIGHT BLUE
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1.2

>

; T N TN, i, \ i IMAGES HAVE IMPACT
- T ol Yy -
y— - cuﬂ'.-*(',.,'.. * Focus on positive aspects of Agency efforts

- ° [N N . "
S —" Demonstrate “aid in action
* Use one strong image on a cover

* Select images that are in focus, and that are
colorful and bright

* Include photo credits and captions

(SEE SECTION 6)

World Food Program (WFP) workers in Malawi
scale a giant stack of food bags provided by the
U.S. Government through the U.S. Agency for
International Development. The U.S. is the
largest single donor to WFP, providing more
than 56 percent of the cash and commodities
contributed to the U.N. agency in 2003.

Olav Saltbones, World Food Program

ONE PRIMARY FONT FOR PRINTED PUBLICATIONS

GILL SANS LIGHT GILL SANS GILL SANS BOLD
ABCDEFGHIKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz

1234567890 1234567890 1234567890

USE ARIAL FOR DESKTOP PUBLISHING
(SEE PAGE 2.10 AND SECTION 6)

BRAND BEFORE AGENCY

The Standard Graphic Identity serves as the primary identifier for all Agency communications. The Agency name is secondary and will
only appear in a secondary position, such as an address block, or within body text. It should appear on the back covers of publications,
as specified on page 7.27.

The Agency name is typeset exactly this way:
U.S. Agency for International Development

(SEE SECTIONS 4 AND 7)

USAID

FROM THE AMERICAN PEOPLE

David Eckerson FROM THE AMERICAN PEOPLE
Director; Office of Human Resources

= .S, Agency for International Development

us.

R2. 100 RRB Tel: 202-712-5500 1300 Penmeyivania Avenue, NV
Pennsylvania Avenue, NW Fax: 202-216-3821 N S rvaen
Washington, DC 20523 email: deckerson@usaid.gov !
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COUNTRIES ARE SUB-BRANDS

Country or place added as an extension to
the USAID Identity.

Note: Not reflective of USAID missions or

regional platforms.

BUREAUS, OFFICES,AND PROGRAMS
ARE NOT SUB-BRANDS

USAID

FROM THE AMERICAN PEOPLE

2004 ANNUAL REPORT
OFFICE OF U.S. FOREIGN
DISASTER ASSISTANCE

L Bureaus, offices, and program names go below the
USAID Identity.

SPECIAL GUIDANCE FOR CONTRACTORS

Organizations with USAID contracts must seek approval from their USAID contact before printing business cards or using stationery
with the USAID Identity. Recipients of USAID funded contracts must prohibit employees from claiming status as a USAID employee or

member of the United States Government or Diplomatic Mission.

USAID will permit contractors to have the Standard Graphic Identity on business cards only if “USAID Contractor” is printed above the
person’s name. An example is presented below. Specific guidance on business card layout is on page 5.1.

USAID CONTRACTOR BUSINESS CARD

USAID

FROM THE AMERICAN PEOPLE

USAID Contractor
<Name>
<Title>

<USAID Program Name>
<Address Line >
<Address Line 2>
<Address Line 3>

<Phone>
<Fax>
<Email>
<Web>

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

THIS AREA SHOULD BE USED FOR CONTRACTOR'’S
ORGANIZATION AND/OR USAID PROGRAM INFORMATION

THEWORDS “USAID Contractor” MUST BE TYPESET
ABOVE A PERSON’S NAME
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SPECIAL GUIDANCE FOR CONTRACTORS CONTINUED

USAID

THIS AREA SHOULD BE USED FOR CONTRACTOR'’S

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

THISTEXT ISTO REPRESENT
A PUBLICATIONTITLE

THIS TEXT ISTO REPRESENT A PUBLICATION SUBTITLE

<DATE>
This publication was produced for review by the United States Agency for
International Development. It was prepared by <list authors and/or organizations
involved in the preparation of the report.>

THISTEXT ISTO REPRESENT
A PUBLICATION TITLE

THISTEXT ISTO REPRESENT A PUBLICATION SUBTITLE

DISCLAIMER

The author's views expressed in this publication do not necessarily reflect

ORGANIZATION AND/OR USAID PROGRAM INFORMATION

USAID CONTRACTOR STATIONERY

USAID will allow contractors to use USAID stationery only if the correspondence body
copy and signature block clearly indicate the author is a “USAID Contractor” Stationery
for contractors should be designed as specified on pages 5.2-5.3, with the following
supplemental requirements:

» Correspondence must begin with this statement after the salutation:
“l'am a contractor for the U.S.Agency for International Development.”

« Signature block must include:
<Name>
USAID Contractor
<Title>
<Signature>

COVER OF NON-USAID AUTHORED, EDITED, OR REVIEWED REPORT
All publications—including reports, studies, and papers—funded by USAID must follow the
brand standards outlined in Section 7.

Publications authored by contractors or other non-USAID employees must state on the
cover at the bottom:

<DATE>

This publication was produced for review by the United States Agency for International
Development. It was prepared by <list authors and/or organizations involved in the prepa-
ration of the report.>

<DATE>

This publication was produced for review by the United States Agency for
International Development. It was prepared by <list authors and/or organizations
involved in the preparation of the report.>

TITLE PAGE
Publications authored by contractors or other non-USAID employees must include the
following disclaimer on the title page:

The author’s views expressed in this publication do not necessarily reflect the views of the
United States Agency for International Development or the United States Government.

DISCLAIMER

The author’s views expressed in this publication do not necessarily reflect
the views of the United States Agency for International Development or the

the views of the United States Agency for International Development or the
United States Government.

United States Government.

1.4 GRAPHIC STANDARDS MANUAL
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STANDARD GRAPHIC IDENTITY

The USAID Standard Graphic Identity (Identity) is an official U.S. Government symbol, and any alteration,
distortion, re-creation, translation (other than the tagline), or misuse is strictly prohibited. The Identity includes
both the logo and brandmark. It is to be used on all Agency communications. On rare occasions however, size,
shape, space, or visibility may dictate the use of just the logo or brandmark on certain visual media. Guidance for
the logo is shown in detail on pages 2.5-2.7 and for the brandmark on pages 2.8-2.9.

The USAID Identity is only to be arranged in the two formats—vertical and horizontal—shown on these pages.
It may not appear on the same page of a document or on-screen presentation in any other arrangement.

A number of digital file formats are available for download at www.usaid.gov/branding. Each of the files available
is optimized for a variety of applications, for both print and on-screen communications, to ensure easy
adherence to these guidelines. Do not re-create the Identity under any circumstances. Colors
referenced below are described in detail on page 2.12 of this manual.

IDENTITY

CIRCLES

AGENCY NAME
USAID -

HANDCLASP
STARS

BRANDMARK

BLACK-ONLY IDENTITY,
HORIZONTAL AND VERTICAL

'USAID

TWO-COLOR IDENTITY,
HORIZONTAL AND VERTICAL

'USAID

FULL-COLOR IDENTITY,
HORIZONTAL AND VERTICAL

'USAID

USAID

FROM THE AMERICAN PEOPLE

LOGO:

Circles, Agency name, USAID,
Stars: USAID Blue

Bars: USAID Red

Handclasp: 100% Black
BRANDMARK:

US and tagline: USAID Blue
AID: USAID Red

USAID

FROM THE AMERICAN PEOPLE

LOGO:

Circles, Agency name, USAID,
Stars: USAID Blue

Bars: USAID Red

Handclasp: USAID Blue
BRANDMARK:

US, tagline: USAID Blue

AID: USAID Red

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

USAID

FROM THE AMERICAN PEOPLE

LOGO:

All: 100% Process Black
BRANDMARK:

US and tagline: 100% Process
Black

AID: 60% Process Black

GRAPHIC STANDARDS MANUAL
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MINIMUM PRINT IDENTITY SIZE
A minimum size has been established for the Standard

Graphic Identity to ensure legibility. This size is only intended

to be used for business cards. For translation of the tagline
into local language, a comparable but legible minimum size
must be created.

Minimum height of horizontal Identity = 10 MM
Minimum width of horizontal Identity = 34 MM
Minimum height of vertical Identity = 18 MM
Minimum width of vertical Identity = 22.5 MM

MINIMUM ON-SCREEN IDENTITY SIZE

W =34 MM W =225MM

10 MM f3

USAID

FROM THE AMERICAN PEOPLE
W = H=
o USAID “™
ERQM,THEAME&ICAN,PEQRLEi ,,,,,,,,,,,
W =238 PX W = 158 PX

An absolute minimum size has been established for the

identity to ensure legibility in all on-screen applications.

. . . 70 PX
Minimum height of on-screen

horizontal identity = 70 pixels

Minimum width of on-screen
horizontal identity = 238 pixels
Minimum height of on-screen
vertical identity = 126 pixels
Minimum width of on-screen
vertical identity = 158 pixels

FIXED PROPORTIONS

To accurately reproduce the Identity, the logo and brandmark
must be scaled and placed in relation to each other exactly
as shown here.

H = Height of USAID name and tagline
W =Width of USAID in logo

W 1/4

MINIMUM IDENTITY CLEAR SPACE

A minimum area within and surrounding the Identity must
be kept clear of any other typography (except the sub-
brands, as specified in Section 3 of this manual) as well as
graphic elements such as photographs, illustrations, thematic
images and patterns, and the trim edge of a printed piece.
More than the minimum clear space is encouraged if
applications provide the opportunity.

Minimum clear space on all sides is equal to height of the
name, regardless of the language of the tagline. Within the
rectangle so described, the entire area is clear space.

H = Height of brand name

GRAPHIC STANDARDS MANUAL

FROM THE AMERICAN PEOPLE

oo, FROM. THE AMERICAN.PEOPLE: .
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CORRECT IDENTITY PLACEMENT—USAID PUBLICATION

IDENTITY MUST BE PLACED IN UPPER LEFT,
IN A WHITE FIELD.

OBEY ALL GUIDELINES WITH REGARD TO
CLEAR SPACE AND SIZE.

FISCAL YEAR 2005 Print communications funded in whole by USAID must display

BUDGET JUST]F]CAT|ON the horizontal Identity or Identity with sub-brandmark (see
TO THE CONGRESS Section 3 of this manual for guidance on sub-brands) on the front

ANNEX |- AFRICA cover, in the upper-left area of the publication, in a white field.

CORRECT IDENTITY PLACEMENT—CO-BRANDED PUBLICATION
Co-branded publications should display either the horizontal or vertical Identity, or

Identity with sub-brandmark, in the lower-left area of a publication cover, and should
be comparable in size to any other logos on the page, as shown in the example at

right. Program materials should incorporate the USAID Identity where appropriate Children on the Brink 2002

(See page 4.1 0) A Joint Report on Orphan Estimates and
Program Strategies

All guidelines related to the Identity—as described in this manual—must be followed
to ensure consistency across all print communications.

USAID IDENTITY MUST BE OF EQUAL SIZE AND
PROMINENCE AS ALL OTHER ORGANIZATION’S IDENTITIES

LOWER LEFT POSITION IS PREFERRED.

(&) UNAIDS Hglcef &)

Nations Children’s Fund

CORRECT IDENTITY USAGE

When used on co-branded materials, program materials, or other items such as garments or commodities, it may be necessary to print
the Identity on a color background. It is never acceptable to change the colors of the Identity, but the Identity may be overprinted on light
shades of color that do not make it illegible. Below are some examples of how the Identity may be used correctly, when displayed on a
color background. The reasons the examples below are correct are: The clear space, as defined on page 2.2, is observed; the color
combinations are correct, as defined on page 2.1; the minimum size is observed, as defined on page 2.2;and the color background is white,
light gray, or light blue, as defined on page 2.12.

USAID

FROM THE AMERICAN PEOPLE

= USAID

FROM THE AMERICAN PEOPLE

ams USAID

FROM THE AMERICAN PEOPLE
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INCORRECT IDENTITY USAGE

The only correct uses of the Identity are as shown on the previous pages, as horizontal Identity and vertical Identity. Any other color
combination or arrangement is not allowed. The logo and brandmark may never be broken apart when used on the same page of any
printed or on-screen communication. A few typical incorrect examples are shown below.

USA

FROM THE AMERIZAN PE

USAID

FROM THE AMERICAN PEOPLE

Incorrect Identity example:
Logo on right side of brandmark

Incorrect Identity example:
Logo on left side, top of brandmark,
FROM THE AMERICAN PEOPLE incorrect colors

Incorrect page layout example:
Logo separated from brandmark

Incorrect Identity example:
FROM THE AMERICAN PEOPLE Logo on right side, top of brandmark

USAID

FROM THE AMERICAN PEOPLE

Incorrect Identity example:
Logo on bottom of brandmark,
shadow added

Incorrect page layout example:
Logo separated from brandmark,
graphic element behind logo

Incorrect Identity example:

FROM THE AMERICAN PEOPLE Agency name replacing brandmark
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LOGO

The Agency logo is an official U.S. Government symbol, and any alteration, distortion, recreation, translation,

or misuse is strictly prohibited.

The Standard Graphic Identity (Identity) should be used on all Agency communications. The guidance on
pages 2.5-2.7 is for special logo-only items, such as podium signs that are used at events that showcase the
full Identity on banners and backdrops (see pages 4.2 and 4.3).

A number of digital file formats are available for download at www.usaid.gov/branding. Each of the files available
is optimized for a variety of applications, for both print and on-screen communications, to ensure easy
adherence to these guidelines. Do not re-create the logo under any circumstances. Colors referenced

below are described in detail on page 2.12 of this manual.

ELEMENTS OF THE LOGO

A. Circles

B. Agency name
C. USAID

D. Handclasp

E. Stars

F. Bars

TWO-COLOR LOGO

Circles, Agency name, USAID, stars: USAID Blue
Bars: USAID Red

Handclasp: USAID Blue

The two-color logo can be used whenever print
technology or budget does not allow for the
full-color version. This version may only be
printed using the PANTONE?® inks described on
page 2.12.

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

FULL-COLOR LOGO

Circles, Agency name, USAID, stars: USAID Blue
Bars: USAID Red

Handclasp: 100% Process Black

The full-color logo should be used whenever
print or on-screen technology or budget allows.
This version can either be printed in four-color
process (CMYK) ink or using the three
PANTONE® inks described on page 2.12.

BLACK-ONLY LOGO
All: 100% Process Black

The black-only logo can be used whenever
print technology or budget does not allow for
the full-color or two-color version. This
version may only be printed using Process
Black ink.

GRAPHIC STANDARDS MANUAL
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MINIMUM LOGO CLEAR SPACE

A minimum area within and surrounding the logo must be kept clear of any other
typography (except the brandmark, as specified on pages 2.8-2.9 of this manual),
as well as graphic elements such as photographs, illustrations, thematic images and
patterns, and the trim edge of a printed piece. These measurements only apply
when the logo is used without the brandmark, on allowable applications.

More than the minimum clear space is encouraged if applications provide

the opportunity.

Minimum clear space on all sides is equal to half of the width of USAID in the
brandmark, at any size.Within the rectangle so described, the entire area is
clear space.

W =Width of USAID
1/2 W = Half of the width of USAID
1/2W = Clear space

172

172

MINIMUM PRINT LOGO SIZE
An absolute minimum size has been established for
the logo to ensure legibility in print applications.

Minimum height of printed logo = 12 MM
Minimum width of printed logo = 12 MM

MINIMUM ON-SCREEN LOGO SIZE

An absolute minimum size has been established for
the logo to ensure legibility in on-screen applications.
Minimum height of printed logo = 70 pixels
Minimum width of printed logo = 70 pixels

H=70PX

"lll" %
7‘10 G2
NAL DE

W =70 PX

STANDARD LOGO SIZE FOR U.S.8.5" X 11" (215.9 MM X 279.4 MM) PRINT PUBLICATIONS

A standard size has been established for the logo, when used in 8.5" x | 1" print publications, to ensure consistency across all
publications that are printed at that size. Please reference sections 4 and 7 of this manual for other specific standard logo sizes,
on a variety of other applications and publication sizes.

Standard height of printed logo = 18.5 MM
Standard width of printed logo = 18.5 MM

H=185MM
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CORRECT LOGO USAGE

Below are some examples of how the logo may be used correctly, when displayed on a color background.The reasons the examples
below are correct are: The clear space, as defined on page 2.6, is observed; the color combinations are correct, as defined on page 2.5;
the minimum size is observed, as defined on page 2.6; and the backgrounds are from the color palette.

INCORRECT LOGO USAGE

The only correct uses of the logo are as shown on the previous pages, as full-color logo, two-color logo, and black-only logo. Any other
color combination is not allowed. The only correct format for the logo is as shown on the previous page and consists of the circles,
Agency name, USAID, stars, bars, and handclasp. Any other combination or omission of any element is not allowed. A few typical
incorrect examples are shown below.

Yk x K x RN

) N

NAL DEVY

A
*
>
L

<

Incorrect example: Incorrect example: Incorrect example: Incorrect example:
Wrong colors Reversed out of a color Elements omitted Wrong typeface, wrong circle
color, previous handclasp

Incorrect example: Incorrect example: Incorrect example: Incorrect example:
Word “for” added Shadow added Wrong typeface Logo on top of a color,
graphic element, or pattern
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2.8

BRANDMARK

The brandmark is an official U.S. Government symbol, and any alteration, distortion, re-creation, translation
(except for the tagline), or misuse is strictly prohibited.

The Standard Graphic Identity (logo and brandmark) should be used on all Agency communications. The guidance
on pages 2.8-2.9 is for special brandmark-only items, such as caps or pens, that due to limitations of size, shape,
space, or visibility the ldentity won't fit (see page 4.4 for examples).

A number of digital file formats are available for download at www.usaid.gov/branding. Each of the files available is
optimized for a variety of applications, for both print and on-screen communications, to ensure easy adherence to
these guidelines. Do not re-create the brandmark under any circumstances. Colors referenced below are
described in detail on page 2.12.

BRANDMARK MINIMUM BRANDMARK SIZE
US and tagline: USAID Blue A minimum size has been established for the brandmark to
AID: USAID Red ensure legibility in all applications. A comparable, legible minimum

size must be created for taglines.

Minimum height of brandmark = 6 MM

Minimum width of brandmark = 19 MM
""" BRAND NAME

FROM THE AMERICAN PEOPLE ,,,,, - TAGLINE bzommt USATD - UsAID = 17 POINT TYPE

‘ . sk acanssons-—- TAGLINE = 4 POINT TYPE
BRANDMARK W=19MM:

The brandmark must always include the tagline, as

shown above. USAID* may never be translated. The

tagline can be translated (see below for guidance).

BRANDMARK WITH TRANSLATED TAGLINES

US and tagline: USAID Blue

AID: USAID Red
= DEL PUEBLO DE LOS ESTADOS

OD AMERICKOG NARODA ,

J“\j‘ el (e UNIDOS DE AMERICA

USAID* must remain in English at all times.The tagline may be translated into local language. The tagline should be
translated into the local language without altering its meaning or message. For consistency, there should be one standard translation for
each language within a given country. Note: In the far right brandmark above, the literal Spanish translation is,“From the People of the
United States of America,” to avoid offending people in Latin America. The local-language tagline should be set in a typeface that matches
the brandmark as closely as possible. The typography is described in detail on pages 2.10-2.11.

CORRECT BRANDMARK USAGE

Below are some examples of how the brandmark may be used correctly, when displayed on a color background.The reasons the examples
below are correct are: The clear space, as defined on page 2.9, is observed; the color combinations are correct, as defined above; the
minimum size is observed, as defined above; and the color background is white, light gray, or light blue, as defined on page 2.12.

USAID USAID USAID USAID

FROM THE AMERICAN PEOPLE FROM THE AMERICAN PEOPLE FROM THE AMERICAN PEOPLE FROM THE AMERICAN PEOPLE

*Note: Do not replicate brandmark in document text, used here for illustrative purposes only.
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MINIMUM BRANDMARK CLEAR SPACE

A minimum area within and surrounding the brandmark must
be kept clear of any other typography or graphic elements, such
as photographs, illustrations, thematic images and patterns
(except the logo, as specified on page 2.1), and the trim edge
of a printed piece. These measurements only apply on the rare
occasion that the brandmark is used without the logo. More
than the minimum clear space is encouraged if applications
provide the opportunity.

Minimum clear space on all sides is equal to height of the brand

name, no matter the language of the tagline.Within the rectangle

so described, all the area is clear space.

H = Height of USAID

INCORRECT BRANDMARK USAGE

H H
H
| S I D BRAND NAME
ROM THE AMERICAN PEOPL T TAGLINE
H
BRANbMARK

The only correct uses of the brandmark are as shown on the previous page. Any other color combination or typeface is
not allowed. Any other combination or omission of any element is not allowed. A few typical incorrect examples are shown below.

U

FROM T

ID

N PEOPLE

AMERI

Incorrect example:
Reversed out of a color, wrong colors

Incorrect example: Colors inverted

BLACK-ONLY BRANDMARK
US and tagline: 100% Process Black
AID: 60% Process Black

USAID

FROM THE AMERICAN PEOPLE

The color brandmark should be used
whenever possible. The black-only brandmark
can be used whenever print technology or budget
does not allow for the full-color or two-color
version. This version may only be printed using
Process Black ink.

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

USAID U

FROM THE'AMERICAN PEOPLE

D

FROM THJFAMERICAY PEOPLE

Incorrect example:
Wrong typeface

INCORRECT BLACK-ONLY BRANDMARK USAGE
The only correct uses of the brandmark are as shown on the

previous page. Any other color combination or typeface is not
allowed. Any other combination or omission of any element is
not allowed. Two typical incorrect examples are shown below.

USKID VLN,

FROM THE ERI PEOPLE FROM THE AMERICAN PEOPLE

Incorrect example:
Inverted black values

Incorrect example:
Reversed out of a color,
wrong black values

GRAPHIC STANDARDS MANUAL
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2.10

TYPOGRAPHY

USAID has standards for typography to ensure brand consistency across all printed materials. Typography is
one of the most important design elements. It is used to differentiate sections of information as headlines,
text, or captions. The font family, Adobe Gill Sans, was selected for clarity. Gill Sans Bold is used in the
USAID logo and brandmark. Adobe fonts are for use in professionally designed and printed
communications. Arial is the standard font for desktop publishing. Follow Executive

Secretariate guidance for Agency correspondence.

As a general rule, Gill Sans Bold is used for headlines, subheads, and highlighted text; Gill Sans Regular or Light
is used for body text; and Gill Sans Italic is used for captions. Adobe Garamond Regular, Bold, and Italic may
be used for body text in longer documents or technical papers and reports. Specific guidelines for font usage

are covered in Section 7.

When the Adobe Gill Sans font family is not available, default to Arial. When the Adobe Garamond font family

is not available, default to Times Roman.

PRIMARY FONT FOR PRINT COMMUNICATIONS

GILL SANS LIGHT

ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

GILL SANS LIGHT ITALIC

ABCDEFGHIIKLMNOPQRSTUYWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

GILL SANS

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

GILL SANS ITALIC

ABCDEFGHI[KLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890

GILL SANS BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

GILL SANS BOLD ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

GRAPHIC STANDARDS MANUAL

ALTERNATE FONT IF GILL SANS IS
NOT AVAILABLE

ARIAL

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
1234567890

ARIAL ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ARIAL BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

ARIAL BOLD ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

Adobe® fonts are for professional graphic
designers producing printed publications.
Employees should use Arial for Microsoft VWWord®
or Microsoft PowerPoint® communications.

Adobe® fonts can be purchased for both Apple®
and Microsoft Windows® operating systems from
Adobe Systems Incorporated, at www.adobe.com.

All trademarks are property of their respective owners.
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BODY TEXT FONT FOR LONGER-PAGE DOCUMENTS

ADOBE GARAMOND

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ADOBE GARAMOND ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ADOBE GARAMOND BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ADOBE GARAMOND BOLD ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

ALTERNATE FONT IF ADOBE GARAMOND
IS NOT AVAILABLE

TIMES ROMAN

ABCDEFGHIJKLMNOPQRSTUVWXY Z
abcdefghijklmnopgrstuvwxyz
1234567890

TIMES ROMAN ITALIC

ABCDEFGHIIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgr stuvwxyz
1234567890

TIMES ROMAN BOLD

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgr stuvwxyz
1234567890

TIMES ROMAN BOLD ITALIC

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgr stuvwxyz
1234567890
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INCORRECT USE OF TYPOGRAPHY

The figures below show examples of some incorrect uses of
typography. The incorrect use of typography creates confusion
and undermines confidence in our brand. Please ensure that
the official fonts, Gill Sans, Adobe Garamond, Arial, and Times
Roman, are used on Agency printed communications.

The typography should only be used as specified in sections
4 and 7 of this manual.

GILL SANSWITH SHADOW

Lorem ipsum doloNgsit amgf, consectetuer
adipiscing elit, sed di onummy nibh

euismod tincidunt ut eet dolore magna
aliquam erat volut

GILL SANS IN UPPER CASE

isi enim ad minim.

LOREM IPSUM DOLOR SIT AMET,ADIPISCING
ELIT, SED DIAM N IBH EUISMOD

TINCIDUNT UT LAO DOLORE MAGNA
ALIQUAM ERAT VOLUFPRT. UT WISI ENIM AD.

GILL SANS IN OUTLINE

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit, sed &am nonpfmmy nibh euismod
tincidunt ut laoreet dNoZ magna aliquam erat
volutpat. Ut wisi enim #ONginim.

UNSPECIFIED FONT

Lorem i psum dolor sit anet,

consect et uer ipiscing elit, sed

di am nonumy ni ysnod tinci dunt
ut | aoreet dol orebYgagna al i quam er at
volutpat. Ut wisy¥ edimad mnim

Adobe® fonts are for professional graphic
designers producing printed publications.
Employees should use Arial for Microsoft VWWord®
or Microsoft PowerPoint® communications.

Adobe® fonts can be purchased for both Apple®
and Microsoft Windows® operating systems from
Adobe Systems Incorporated, at www.adobe.com.

All trademarks are property of their respective owners.
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COLOR PALETTE

USAID has standards for reproducing colors so they will always look consistent, no matter where they
appear. For example, the brandmark and logo should be reproduced in full color—USAID Blue, USAID Red,
and Solid Black—whenever possible. These colors serve as the source for our standard color palette.

These colors should be employed throughout our communications and are equivalent to the PANTONE®
numbers listed in the table below. For four-color process printing (also known as full-color printing), refer
to the CMYK values shown. For desktop publishing, such as Microsoft® Word or Microsoft PowerPoint® refer
to RGB (print/on-screen). For Web applications, refer to the RGB Web values or Hexadecimal Web values.

The PANTONE and CMYK values provided can be used on both coated and uncoated paper when printing.
Although variations in color will occur, try to match the colors as closely as possible. For applications in
color systems not included here, use the PANTONE values for color matching.

PRIMARY COLOR PALETTE
Used for brandmark, logo, text, color
fields, and accent colors. USAID Blue
and black may be used as tints. USAID
Red may not be used as a tint.

COLOR DEFINITIONS

USAID BLUE

USAID RED

SOLID BLACK

SPOT COLORS

PANTONE 280

PANTONE 200

PROCESS BLACK

SPOT COLORS
CMYK
HEXADECIMAL WEB
RGB WEB

RGB (PRINT/ON-SCREEN)

PANTONE 425

0C OM 0Y 70K
#666666
102R 102G 102B

102R 102G 102B

PANTONE 420
0C OM 0Y I5K
#DDDDDD
221R 221G 221B

221R 221G 221B

CMYK 100C 72M 0Y 18K 0C I100M 63Y 12K 0C OM 0Y 100K
HEXADECIMAL WEB #002A6C #C2113A #000000
RGB WEB OR 42G 108B 194R 17G 58B OR 0G 0B
RGB (PRINT/ON-SCREEN) OR 42G 108B 194R 17G 58B OR 0G 0B
SECONDARY COLOR PALETTE
Used for color fields and accent colors.
Dark gray may be used for text, but light
gray and light blue may not.The second-
ary palette may not be used as tints.
COLOR DEFINITIONS DARK GRAY LIGHT GRAY LIGHT BLUE

PANTONE 2717
29C I2M 0Y 0K

#336799

5I1R 103G 153B

I57R 191G 229B

The colors shown throughout this manual have not been evaluated by Pantone, Inc, for accuracy and may not match the PANTONE® Color Standards. Please refer to the
current edition of the Pantone color formula guide. PANTONE® is a registered trademark of Pantone, Inc. Please visit www.pantone.com for more information.

Microsoft and PowerPoint are registered trademarks of Microsoft Corporation. All rights reserved.
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SUB-BRANDS

Countries or places that receive U.S. assistance are the only allowable addition to the brandmark; that
addition results in the sub-brandmark. A list of countries that are official sub-brands is shown on page Vviii.
No other additions, such as bureaus, offices, or programs, are allowed as an extention of the Identity.

The sub-brandmark is an official U.S. Government symbol, and any alteration, distortion, re-creation,
translation (except of the tagline or country name), or misuse is strictly prohibited.

A number of digital file formats are available for download at www.usaid.gov/branding. Each of the files available
is optimized for a variety of applications, for both print and on-screen communications, to ensure easy
adherence to these guidelines. Do not re-create the sub-brandmark under any circumstances.
Colors referenced below are described in detail on page 2.12 of this manual.

SUB-BRANDMARK

US, tagline, mission, or non-presence country name, rule: USAID Blue
AID: USAID Red

SUB-BRANDMARK

BRANDMARK RULE MISSION OR NON-PRESENCE COUNTRY NAME

The sub-brandmark must always include the tagline, as shown above. This will ensure brand consistency across all applications.
Digital files for all countries and places listed on page viii are available—in English—for download at www.usaid.gov/branding.

EXAMPLE SUB-BRANDMARKWITH TRANSLATED COUNTRY NAME AND TAGLINE
US, tagline, mission or non-presence country name, rule: USAID Blue

USAID ‘ SR Y

*‘).A‘y‘ ux..ﬂ\u,o

USAID* must remain in English at all times. The country name and tagline may be translated into local
languages. For consistency, there should be one standard translation for each language within a given
country. It is recommended that a maximum of two different languages be used beneath a single
brandmark. A complementary typeface should be selected for local-language translation of the
country name and tagline.

* Note: Do not replicate brandmark in document text, used here for illustrative purposes only.
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MINIMUM SUB-BRANDMARK SIZE

A minimum size has been established for the sub-brandmark to
ensure legibility in all applications. A comparable, legible minimum USAID
size must be created for translated taglines and country names. 5

Minimum height of brandmark = 6 MM
Minimum width of brandmark = 19 MM
Minimum width of sub-brandmark is determined by length  TAGLINE = 4 POINT TYPE

of country name

OVERALL WIDTH DETERMINED
BY LENGTH OF COUNTRY NAME

SOUTH AFRICA

,,,,,,, ,RQMIHEAMER[CAMPEQPLE

W=19MM !

USAID, VERTICAL RULE, COUNTRY NAME = |7 POINT TYPE

INCORRECT SUB-BRANDMARK USAGE
The correct sub-brandmark is shown on the previous page. Any other color combination or typeface is not allowed. Any other
combination or omission of any element is not allowed. A few typical incorrect examples are shown below.

Incorrect example:
Wrong colors

Incorrect example:
Reversed out of a
color, wrong colors

Incorrect example:
Wrong typeface

Incorrect example:
Bureau is not a sub-brand

Incorrect example:
Bureau is not a sub-brand

Incorrect example:
Office is not a sub-brand

Incorrect example:
Office is not a sub-brand

Incorrect example:
Program is not a sub-brand

Incorrect example:
Program is not a sub-brand

USAID

FROM THE AMERICAN PEOPLE

| GOLOMBIA

USAID | SOLOMBIA

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

| ROLOMBIA

EGAT
GLOBAKHEALTH
OBUA

2\

ARMS TG FARMS

CROSS BORDER INITIATIVE

See page 1.3 for placement of bureaus, offices, and programs

GRAPHIC STANDARDS MANUAL
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MINIMUM SUB-BRANDMARK CLEAR SPACE

A minimum area within and surrounding the sub-brandmark must be kept clear of any other typography or graphic elements such
as photographs, illustrations, thematic images and patterns (except the logo as specified on pages 2.5-2.6 of this manual), and the
trim edge of a printed piece. These measurements only apply when the sub-brandmark is used without the logo, on any application.
More than the minimum clear space is encouraged if applications provide the opportunity.

Minimum clear space on all sides is equal to height of the brand name, regardless of the language of the tagline. Within the rectangle
so described, the entire area is clear space.

H = Height of USAID

H H

ROM THE AMERICAN PEOPLE

EXAMPLE BLACK-ONLY SUB-BRANDMARKS
US, country name, and tagline: 100% Process Black
AID: 60% Process Black

USAID

FROM THE AMERICAN PEOPLE

LEBANON USAID

FROM THE AMERICAN PEOPLE

ALBANIA

The color sub-brandmark should be used whenever possible. If USAID Blue and Red are not available, a black-only
version of the sub-brandmark must be used, as shown.

INCORRECT BLACK-ONLY SUB-BRANDMARK USAGE
The only correct uses of the black-only sub-brandmark are as shown above. Any other color combination or typeface is not
allowed. Any other combination or omission of any element is not allowed. Two typical incorrect examples are shown below.

Incorrect example:
Wrong black values,

wrong rule FROM THE AMERICAN PEOPLE

Incorrect example:

Reversed out of a color, USAID ( ‘ MBODIA
wrong black values »

FROM THE AMERICAN PEOPLE

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING GRAPHIC STANDARDS MANUAL
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IDENTITY WITH SUB-BRANDMARK

The Identity with sub-brandmark includes the Standard Graphic Identity and a country or place that receives U.S.
assistance. It is only to be arranged in the horizontal format shown on these pages. The Identity with
sub-brandmark may not appear on the same page of a document or on-screen presentation in any arrangement
other than those shown here. A number of digital file formats are available for download at
www.usaid.gov/branding.

EXAMPLE FULL-COLOR IDENTITY WITH SUB-BRANDMARK
The horizontal Identity with sub-brandmark may only consist of the logo and sub-brandmark. The Identity with sub-brandmark may
use either the English-language or a local-language tagline. There is no vertical Identity with sub-brandmark.

: = USAID | BENIN

Circles, Agency name, USAID, Stars: USAID Blue; Bars:

USAID Red; Handclasp: 100% Black

IDENTITY WITH SUB-BRANDMARK: ” FROM THE AMERICAN PEOPLE
US, country name, and tagline: USAID Blue; AID: USAID Red

EXAMPLE TWO-COLOR IDENTITY WITH
SUB-BRANDMARK

LOGO:

Circles, Agency name, USAID, Stars: USAID Blue; Bars: USAID Red;
Handclasp: USAID Blue

IDENTITY WITH SUB-BRANDMARK:

US, country name, and tagline: USAID Blue; AID: USAID Red

= USAID | BURMA

FROM THE AMERICAN PEOPLE

EXAMPLE BLACK-ONLY IDENTITY WITH
USAID | ECUADOR
LOGO: All: 100% Process Black % DEL PUEBLO DE LOS ESTADOS

IDENTITY WITH SUB-BRANDMARK: US, country name, UNIDOS DE AMERICA

and tagline: 100% Process Black

AID: 60% Process Black

MINIMUM CLEAR SPACE FOR IDENTITY WITH SUB-BRANDMARK

A minimum area within and surrounding the ldentity with sub-brandmark must be kept clear of any other typography as well as
graphic elements such as photographs, illustrations, thematic images and patterns, and the trim edge of a printed piece. More than
the minimum clear space is encouraged if applications provide the opportunity.

Minimum clear space on all sides is equal to height of the name, regardless of the language of the tagline.Within the rectangle so
described, the entire area is clear space.

H = Height of brand name H H
H
(£)USAID |KYRGYZSTAN -
H

CORRECT IDENTITY WITH SUB-BRANDMARK USAGE

Below are some examples of how the Identity with sub-brandmark may be used correctly when displayed on a color background.The
reasons the examples below are correct are: The clear space, as defined above, is observed; the color combinations are correct, as
defined above; the minimum size is observed, as defined above; and the color background is white, light gray, or light blue, as defined on
page 2.12.

-USAID | GAMBIA

ROM THE AMERICAN PEOPLE

USAID | GAMBIA

ROM THE AMERICAN PEOPLE

GRAPHIC STANDARDS MANUAL DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING



MINIMUM PRINT SIZE FOR IDENTITY WITH OVERALL WIDTH DETERMINED
SUB-BRANDMARK BY LENGTH OF COUNTRY NAME

A minimum size has been established for the Identity with = 8 USAI D GAM BIA

sub-brandmark to ensure legibility in all applications. This [0 MM )
. . i ) & FROM THE AMERICAN PEOPLE
size is only intended to be used for business cards.

The minimum size described here is for the English-language tagline W =345MM
Identity with sub-brandmark. A comparable, legible minimum size
must be created for a translated tagline.

Minimum height of horizontal Identity with sub-brandmark = 10 MM
Minimum width of horizontal Identity with sub-brandmark is determined
by length of country name

MINIMUM ON-SCREEN SIZE FOR IDENTITY WITH SUB-BRANDMARK
An absolute minimum size has been established for the Identity with sub-brandmark to ensure legibility in all on-screen applications.

Minimum height of on-screen horizontal identity = 70 pixels
Minimum width of on-screen horizontal identity = 238 pixels

OVERALL WIDTH DETERMINED BY LENGTH OF COUNTRY NAME

USAID | JAMAICA

FROM THE AMERICAN PEOPLE

CORRECT IDENTITY WITH SUB-BRANDMARK PLACEMENT

Print communications funded by USAID should display IDENTITY MUST

either the horizontal Identity or Identity with sub- USAID NEPA BE PLACED IN

brandmark on the front cover, in the upper-left area of e AR (AN bl E UPPER LEFT,

the publication, in a white field. All guidelines related to IN A WHITE FIELD.
the Identity—as described in this document—must be

followed to ensure consistency across all print OBEY ALL
communications. GUIDELINES

The mission folder example at right shows the Identity ngLEE\ggEECE
with sub-brandmark used correctly. AND SIZE.

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING GRAPHIC STANDARDS MANUAL
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3.6

INCORRECT IDENTITY WITH SUB-BRANDMARK USAGE

The only correct uses of the Identity with sub-brandmark are as shown on the previous two pages, as horizontal ldentity with sub-
brandmark. Any other color combination or arrangement is not allowed. The Identity and sub-brandmark may never be broken
apart when used on the same page of any printed or on-screen communication. A few typical incorrect examples are shown

below.

USAID

FROM THE AMERICAN PEOPLE

Incorrect example: Logo above sub-brandmark

USAID | LOMBIA

FROM THE AMERICAN PEOPLE

Incorrect example: Logo to right side of sub-brandmark

USAID | CSLOMBIA

FROM THE AMERICAN PEOPLE

Incorrect example: Logo on right side, top of sub-brandmark,
country name in red

USAID

FROM THE AMERICAN PEOPLE

| SOLOMBIA

Incorrect example: Vertical Identity with sub-brandmark is
not allowed; country name below brandmark

GRAPHIC STANDARDS MANUAL

USAID | COLOMBIA

FROM THE AMERICAN PEOPLE

Incorrect page layout example: Logo separated from
sub-brandmark, and not at top left on page

USAID | COLOMBIA

FROM THE AMERICAN PEOPLE

Incorrect page layout example: Logo separated
from sub-brandmark, graphic element behind logo

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING



BRAND APPLICATIONS

The Standard Graphic Identity (Identity), should be applied to a variety of printed or manufactured materials
and on-screen communications. Size, shape, space, or visibility may necessitate using the logo or brandmark
alone.The guidelines shown earlier in this manual must be followed without exception. Brand applications
shown here, however, are just examples intended to demonstrate the flexibility and consistency of the Identity
across a variety of platforms.

COMMODITIES

Commodities are one of the most visible forms of communication.
The examples shown on this page communicate a clear and consistent

“USAID

message to aid recipients. (Examples shown here may not have '&-5 FROM THE AMERICAN !
been produced.) S A ' D
I:-IEE,'}‘]?‘B‘ FOMTHE ANCa e
— R L] o £
NET WEIGHT: 50 kg, 110.2310 'HEAT r
FOOD BAGS CONTRACT NO. VEPD 02033 | E "
Food bags with the —_—

horizontal and vertical
Identities and the
American flag.

S = FXCHANGED - Ne L
JOT 0 BE SOLD OF FXCHAN ‘L N _

ust 1= '
HO

OIL CANS, BLANKETS, BOXES
All items contain the Identity, either the
two-color or one-color version.

PLASTIC SHEETING
Plastic sheeting with the
black-only version of the
Identity. The color Identity
may also be used.

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING GRAPHIC STANDARDS MANUAL 4.1



SIGNAGE

(Examples shown here may not have been produced.)

PODIUM SIGNS

A circular graphic of the USAID logo should be created for
use on podiums. This podium sign should be created to fit
your podium in a scale that is similar to that shown on the
bottom of the next page.

VERTICAL BANNERS

W=.62XH

HORIZONTAL BANNERS

W=31XH

USAID | USAID

FROM THE AMERICAN PEOPLE

FLAGS

Not all events require flags. If flags are
displayed in the U.S. (including territories,
possessions, embassies/missions) start with
the US. flag and add additional flags as
appropriate. The U.S. flag always goes at the
left of the room/observer or stage right.

If on foreign soil and outside of the

EJEAA,I\IDD ?&DG embassy/mission, the flag of the host
PROPORTIONS country goes first followed by the U.S flag.
ARE 5W X 3H

For additional information, please contact
ALL FLAGS MUST USAID Special Events & Protocol or

ALWAYS BE OF L e }
COMPARABLE visit http://inside.usaid.gov/LPA/events/ .

SIZE AND RAISED
TO SAME LEVEL

42 GRAPHIC STANDARDS MANUAL DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING



EVENT EXAMPLES (Examples shown here may not have been produced.)

USAID

FROM THE AMERICAN PEOPLE

USAID

FROM THE AMERICAN PEOPLE

44 YEARS
IN MALAWI

44 YEARS
IN MALAWI

REPEATING BACKDROPS

BANNER & PODIUM SIGNS
Podium signs and banners should be
used to brand an event. An example
event arrangement is shown at left.

If an ambassador is the senior
U.S. Government official at an
event, it is recommended that the
Department of State seal be
displayed on the podium.

Banners may be used to detail the
event, as in the 44th anniversary
event for USAID in Malawi shown
here. Banners may also be used
to acknowledge partners and
host countries.

g/mk)%
& YSAID

DOWNLOAD GRAPHICS AT WWW.USAID.GOV/BRANDING

When creating a televised or heavily
photographed event, a repeating
backdrop may be used in conjunction
with the podium sign. A repeating
backdrop will enable the Identity to
be seen clearly from many different
angles and distances. Banners may be
hung in other locations, to greet and
inform guests.

GRAPHIC STANDARDS MANUAL
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PROMOTIONAL ITEMS

The Standard Graphic Identity, logo, or brandmark may be placed on promotional items. Size, shape, space, and visibility will dictate
which to use. Color and clear space specifications must be followed at all times. (Examples shown here may not have been produced.)

SXW

_

USAID

:FROM THE AMERICAN PEOPLI

RETRACTABLE BADGE
HOLDER

A light-colored background should
be used to ensure the logo is visible.
Colors from the Agency palette

are preferred.

GRAPHIC STANDARDS MANUAL
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FROM THE AMERICAN PEOPLE

POLO SHIRT

A light-colored shirt should be used
to ensure the Identity is visible. Colors
from the Agency palette are preferred.
The vertical ldentity size used here is
.25 X W of the shirt, from sleeve to
sleeve. Additional information, such

as DART, should be placed opposite
the Identity.

CAP

A light-colored cap should be used to
ensure the brandmark is visible.
Colors from the Agency palette are
preferred. The brandmark used here is
.5 X'W of the cap.

T-SHIRT

A light-colored shirt should be
used to ensure the branding is
visible. If a colored shirt is used,
then white ink must be printed
behind the logo. Colors from
the Agency palette are preferred.
The brandmark and logo used
he